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“STRATEGI KAMPANYE SOSIAL GERAKAN 
#20DETIKCUCICORONA PADA SCIENCE, ART, & 
COMMUNICATION (SAC) INDONESIA” 
ABSTRAK 
Oleh: Chelsea Adelayne  
Sebuah perusahaan digital creative advertising agency Science, Art, & 
Communication (SAC) Indonesia tidak berorientasi pada profit dunia periklanan 
saja, melainkan juga hadir sebagai solusi dalam berkontribusi atas permasalahan 
sosial terkait bidang kesehatan. Virus Covid-19 yang mewabah dan menjadi 
concern di Indonesia perlu melakukan tindakan pencegahan laju penyebaran. 
Bahasa komunikasi pemerintah terkait Covid-19 dinilai terkesan eksklusif, 
sehingga sulit dimengerti oleh masyarakat. Maka dari itu, lahirnya kampanye sosial 
guna mempersuasi masyarakat dalam bentuk edukasi dan awareness dengan 
komunikasi yang lebih membumi agar masyarakat mudah mengerti dan rela 
melakukan perubahan perilaku menerapkan mencuci tangan dua puluh detik. 
Adanya ketertarikan terhadap kampanye yang dikemas dengan pendekatan 
komunikasi yang sederhana dan melalui musik. Tujuan dari penelitian ini adalah 
untuk mengetahui Strategi Kampanye Sosial Gerakan #20DetikCuciCorona pada 
Science, Art, & Communication (SAC) Indonesia. Penelitian ini menggunakan 
konsep Social Marketing dari Nancy Lee dan Philip Kotler, Public Health dari 
Colin Tinei Chasi serta Jenis Kampanye Ideologically or Cause Oriented 
Campaigns dan Model Kampanye Ostergaard dari Antar Venus. Metode penelitian 
yang digunakan, yaitu studi kasus dengan pendekatan penelitian kualitatif dan sifat 
penelitian deskriptif serta paradigma post-positivisme. Hasil penelitian 
menunjukkan bahwa SAC Indonesia berhasil dalam menjalankan kampanye 
bahkan melampaui ekspektasi, melalui proses identifikasi masalah, pembentukan 
tim, pencetusan ide gagasan, penetapan tujuan dan fokus, menyasar target audiens, 
merancang strategi dan taktik, timeline, pengelolaan kampanye, 
mengimplementasikan kampanye, dan melakukan evaluasi serta monitoring hingga 
dapat mengatasi permasalahan yang terjadi terkait Covid-19. Dengan harapan, 
edukasi yang dihasilkan dari kampanye Gerakan #20DetikCuciCorona dapat 
diteruskan. 
Kata kunci: Social Marketing, Public Health, Jenis Kampanye Ideologically or 
Cause Oriented Campaigns, Model Kampanye Ostergaard, SAC Indonesia, 






“THE #20DETIKCUCICORONA MOVEMENT SOCIAL 
CAMPAIGN STRATEGY IN SCIENCE, ART, & 
COMMUNICATION (SAC) INDONESIA” 
ABSTRACT 
By: Chelsea Adelayne  
A digital creative advertising agency company Science, Art, & 
Communication (SAC) Indonesia is not only profit-oriented in the advertising 
world, but also exists as a solution in contributing to social problems related to the 
health sector. The Covid-19 virus, which is endemic and is a concern in Indonesia, 
needs to take measures to prevent the spread of the virus. The government's 
language of communication regarding Covid-19 is considered exclusive, making it 
difficult for the public to understand. Therefore, the birth of a social campaign to 
persuade the public in the form of education and awareness with more grounded 
communication so that people easily understand and are willing to make behavioral 
changes by applying twenty second hand washing. There is an interest in the 
campaign that is packaged with a simple communication approach and through 
music. The purpose of this study was to find out the #20DetikCuciCorona Movement 
Social Campaign Strategy in Science, Art, & Communication (SAC) Indonesia. This 
study uses the concept of Social Marketing from Nancy Lee and Philip Kotler, 
Public Health from Colin Tinei Chasi and Types of Campaign Ideologically or 
Cause Oriented Campaigns and the Ostergaard Campaign Model from Antar 
Venus. The research method used is a case study with a qualitative research 
approach and the nature of descriptive research and the paradigm of post-
positivism. The results showed that SAC Indonesia succeeded in running the 
campaign even exceeding expectations, through the process of identifying 
problems, forming teams, generating ideas, setting goals and focus, targeting the 
target audience, designing strategies and tactics, timelines, campaign management, 
implementing campaigns, and conducting evaluation and monitoring so that they 
can overcome problems that occur related to Covid-19. It is hoped that the 
education resulting from the #20DetikCuciCorona campaign can be continued. 
Keywords: Types of Campaigns Ideologically or Cause Oriented Campaigns, 
Ostergaard Campaign Model, SAC Indonesia, #20DetikCuciCorona Movement, 
Covid-19. 
 
 
